H. Wood Thrasher, Cabinel Secretary 
DEPARTMENT OE COMMERCE 

January 16, 2018 


ffla/e c/ y^inta 

yZcne'inob 


www.wvcommerce.org 
(304) 558-2234 


Rebecca L. Stepto 
Executive Director 
West Virginia Ethics Commission 
210 Brooks Street, Suite. 300 
Charleston, WV 25301 

RE: Request for exemption from prohibition 

Dear Ms. Stepto: 


against interests in a public contract 


(“WVTO’^to •** WeS1 Tourism Office’ 

to West Virginia Code § 6B-2-5(d)(4). Spec.Sy he WnT pub ' ic COntrac,s P™, 
Virginia Ethics Act to allow The Greenbrier in White Sulnh2^° exem P tion from the Wesi 

he newly-created cooperative advertising pmgram As m^Tuhv^ff Th!? PUrChaSe 
hat the prohibition in this context substantially interferes Ifrh fhe I ^ ’ the ^ believes 

undue burden, and results in excessive cost to the taxpayer W ' th <he agenCy s core mission - crea tes an 

provides jobs, stimulates investrnem, grots^lsti^tuTnesses anT' 1 ^' 355 ’° Urism deslinat ’°o that 

strategy for Wes, V^ginia, 7™*°° ^ 

state.” W. Va. § Code 5B-21-4(a) To achieve 1 n ? u 8 J ft ' nd,ng from sources other than the 
cooperative^a dvertisingprogram 2 (“CAP’T.'se^ W^Va^Codeg^B^]- 4 (a)( 4 )(direding^the 

of Tourism and com frued ^s[h^v°k g !l '“0“ SB 535 ' Which re0rgani “ d lhe W «> Virginia Division 


State Capitol 


■900 Kanawha Boulevard East, Budding 3, Suite 600, Charleston, WV 25305 


Fax: (304) 558-1189 



I ' I ' k t ■ I \ , 


' s •’ "I < i.’MMI | * t | 


executive director of the WVTO to create a ‘V™ 


CAP, n^-s^te^tities'Z d p7r^fZ en ^ e T p K rogram , du ™g 'he pas. six months. Under 
promote their individual destinations, attractions' and even^th 3 '°“ r,sm fundin 6 and branding to 
advertising opportunities. The program provides a dollar f 3 m ‘ X ° f re e ional and local 

investment tiers. The goals of CAP 3 are to^ncrease awarenCsICln matcl1 and a variety of 

partners; create a positive shift in travelers’ attitudes and n ° f WeSI Vlrg,ma brand, products and 
measurable advertising outcomes for every dollar ^Sent^nd' 0WardS West Virginia ’ P™ide 
maximize industry’s overall economic Impact for Wes, Virginia 8 ' S ‘ a ‘ e partner budge,s 

best-funded toS^^ is «* of Wes, Virginia’s strongest and 

of a statewide advertising cooperative. However, because oHhT^TV 0 purchase< ad '’ertising as part 

advmLc g °ciig n e exc, y e y™ 

™‘ mmum * a«K sz “ 

cgr»s. » r™ .-**-* ■*»**, fo, „„ CAP 

overall marketing budget. This frameworkis fanda^^ t0 the State t0 supplement its 

wnh the state’s branding strategy. In addition the WVTO’ « &S Jt re< ^>esa]] advertising to align 

WVT0 '- ““ ~=M of L prZSX*™ ! ,i consumer.to 

one of our premier attraclions widTthe iugh^MifcXod t’ '’a ’'’V wil1 no ' K ab,e m shomrase 
.« » ■ high-spending demote «idea,died „ a 


3 More information on CAP h avaiiaKi» o, h,. /■ 

u Th . .. 




V I I; (• ' ' ; , ,'| | 


' • ,J i < iv‘< I 


of West Virginia which helps briL mZ ^ ™ association changes the overall perception 

Virginia. P g e tourists, retirees, and new business opportunities to West 

To increase the return on investment, and increase competitiveness the WVTn • 

can V p 0 ^ 

co mmi ^r,“ sa r v ; ginia Ethics 

agains, interests in public central and ,o § SfZ£*3£° Th VTpf"" 

January 1, 2018, and will run through December 11 901 R j • • The CAP began 

spring/summer are pending and will be finalized soon Thlrefore dTwVTOWh" 8 purchases for the 
matter be considered al the next regularly-scheduled commission meeting. * 8 S 

Your attention and efforts are greatly appreciated. 

Very truly yours, 

^VSUu^U'uil 

Joshua L. Jarrell 

Deputy Cabinet Secretary/General Counsel 


West Virginia University, and MarsS of Commerce which includes the WVTO, 

economic development efforts The collaboration <• t en ?’ * areer_scaJe Projects that will boost West Virginia’s 
on how West Virginia’s a“ & Company, which was Wd 

economic stability. McKinsey & Company is a elobafmanawn,, tors P r ° v 'de potential avenues for job growth and 
governments, non-governmental orgamza ons and no, ,,ng Z™ ,h8 ' Serves leadin 8 businesses, 

demographic that the WVTO needs to aZc to ihe IteTot? \ Mc . K,nsey & Com P a ">' ^miffed the type of 

*. -a 

8 See Id. at slides 125-133. 




Contract Exemption 2018-02 

Issued on February 1, 2018, by 
The West Virginia Ethics Commission 


Opinion Sought 

SJ'S'KSi Sr*"'*> - 

Greenbrier. Vlrglnia S Cooperatlve Advertising Program to The 

Facts Relied Upon by t he Commission 

development strategy for Welt Virginia " W Va Code^^B 21 ' n9 ' promotion and 

of the Office is specifically directed to admint. ■■ 5B " 2 ' 4 The executive director 

roAPT ad r isin9 pro ‘ ,ram 

•*•*** and —• —**» «i -Tv a v S /ssys* 

£S ESTS? 3S2 Raj;* 't*——- 

P0.»« tag. of We., Virginia .. a place ,oXTEEMSSP ' 
parilcipanls in buy^nto^he^lale^centaita P nvate businesses and other 

St rs.~SffiE 

package includes featuring a partictoant on the^ partic,pai £ s - For example, the $50,000 
• 15-30 second video 51n thIXmXES “^ 'Pfbshe homepage and 

‘" d ' herMO ’* K0-"M »b SSSTSS 

Provisions Relied Upon h Y t he Commissi™ 

W. Va. Code § 6B-2-5(d)(1) states, in relevant part 

i-S5~as= 


1 faS ps://qolowv.r.om/tv p-r gnlenl/uploads/?Oi 7/1 n^„. n n . hanrtn , pH , 
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which the official or employee may have direct authority to enter into or 
over which he or she may have control.... 


W. Va. Code § 6B-2-5(d)(4) states, in relevant part: 


I ‘ T ° nS ° f Subd,visl0ns (D and (2) of this subsection would 

h h ! ° SS 0f a quorum in a P ublic bod y or agency, in excessive cost 
undue hardship, or other substantial interference with the operation of a 

aoenrv CO t U h n i y ’ ™ u ™ lpal,ty ’ county scho °' board or other governmental 
agency the affected governmental body or agency may make written 

«? ‘ be Commission for an exemption from subdSns 
(1) and (2) of this subsection. 


W. Va. Code R. § 158-8-4 states, in relevant part: 


o~ bl ' C 0ff i C ' als , ° r public em P loyees or members of their immediate family 

famHv memh ed ^ “ assoi r lated ’’ with a business if they or their immediate 
family member are a director, officer or holder of stock which constitutes 
five percent or more of the total outstanding stocks of any class. 

Advisory Opinion 

The Ethics Act prohibits a public official or member of the official’s immediate family or 
business with which the official is associated from being a party to o“n an iSes 

comroUinl^^h benef ' tS ° f 3 P Ubl ' C C ° ntraC ‘ ° Vef which the official has ^ecfauthority of 

S'oS s w e CSff.l&sj and receives ' an exemp,ion ,0 contract with ‘ he 

The Greenbrier would buy into the advertising program and therefore be a nartv m - 
contract with the Tourism Office. The Greenbrier constitutes a bSess with wtXhe 
Governor of West Virginia is associated for purposes of W. Va. Code § 6B-2-5(d) due to 

H'JI 8 ’* Ar‘ § 1 58-8-4. The Governor has a financial interest in The Greenbrier's 
contracts A financial interest in a public contract alone, however, is not enough to triaoer 
the prohibition in W. Va. Code § 6B-2-5(d)(1). gn 10 tr,9ger 

t which °th' Cia irf h alS0 ha f Ve ei,h ? r direct au1hority or control over the public contract 
in which the official has a financial interest. In this case, the Governor is the chief 

of fhpT 6 0ff,ce ^° fthe ^ate of West Virginia and directly appoints the executive directs 

An h 7 lT r 'iAl T1 x? ffi o e T h0 SefVeS 3t the Wil1 and P |easure of the Governor. W Va Const 

Governor w' 'f'Jk**® § 5 ®: 2l '| (b) The salary of fhe executive director is set by the 
Governor. Id. Furthermore, the Cabinet Secretary of the Department of Comment the 

th ! P rr U n ^ er Whlcb tbe y° urism 0ffice is organized, is appointed by and serves at 
the will and pleasure of the Governor. W. Va. Code § 5B-1-1(a). The Commission 
accordingly fmds that the Governor has sufficient control over the public contract™ 
Office with The Greenbrier for purposes of W. Va. Code § 6B-2-5(d)(1). 
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I H h r e f° re ’ W ' Y a ' Code § 6B-2-5(d)(1) prohibits the Tourism Office from selling 

ftrecpiwil 9 the . sta ‘ e _ s cooperative advertising program to The Greenbrier unless 
it receives a Contract Exemption. 

Excessive Cost, Undue Hardship or Other Substantial Interference 

9rant an affected governmental body an exemption from the 
prohibition in W. Va. Code § 6B-2-5(d)(1) when it would result in excessive cost, undue 

W Va L^eTeB-T-sSSr' interference with ,he °P eration of the governmental body. 

Inf T f°H r , iSr ? w ffiCe S , tateS ’ The Greenbrier is critical to the CAP'S success because it is 
one of West Virginia s strongest and best-funded tourism assets.” The Tourism Office 

! hat The Greenbrier is one of the state's premier destinations "with the 
l ' kallho ° d !° attract a higher-spending demographic.” The Office cites several 

advert t isfng d M S m t paign ldlCate * ha( 3 higher s P endin g demographic is key to the state’s 

The Office states that it needs the matching dollars from The Greenbrier to make larger 
advertising buys and better compete with neighboring states for tourism Further the 
Tounsm Office states that it needs to include The Greenbrier in its advertising to avoid 
excessive cost to the Office, which already has an "overburdened budget." 

The Commission defers to the Tourism Office's determination that includinq The 

,?I e mi^,1 er "V S advertlsin 9 cooperative is key to promoting West Virginia and achieving 
Us mission. See Advisory Opinion 95-28 (“The determination of whether [an] activity win 

the [aJeScy] to lesol!?)^ pr ° m ° tin9 tOUrism and economic development is an issue for 

The Ethics Commission finds that denial of the Contract Exemption would result in 
“" d n U * hards ? lp a . nd e «* ssi ve cost to the West Virginia Tourism Office, and hereby 
grants the Tourism Office a Contract Exemption to allow it to include The 
Greenbrier in West Virginia’s Cooperative Advertising Program. 

The Ethics Commission notes that exemptions must be granted on a case-by-case basis 
Therefore, this Contract Exemption is limited to the facts and circumstances of this 
particular case, and may not be relied upon as precedent by other persons or entities. 



Robert J. Wolfe. 
West Virginia 


airpersoji 
ics Commission 
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e WEST 


Invoice#: 1113182163 
Date: November 13, 2018 
Due by: November 13, 2018 


To 

The Greenbrier. 

300 W. Main Street 

White Sulphur Springs, West Virginia Greenbrier County 24986 


Payment Method 

Check / Online Bank Transfer 


Item 

Out-of-State Television Co-op - 6-week Out-of-State TV Flight, 
Washington, DC 

Qty 

1 

Unit Price 

$39550.00 

Line Total 

$39550.00 

TripAdvisor - Trip Advisor Display Banners - Tier 3 

1 

$10000.00 

$10000.00 



Sub Total: 

$49550.00 



Total Amount: 

$49550.00 


Note 

N/A 


1900 Kanawha Boulevard, East, Charleston. WV 25305 
Phone (304) 558-2200 | www.gotowv.com 



West Virginia Tourism Office | (304) 558-2200 | wvtourism com 
1900 Kanawha Boulevard, East. Charleston, West Virginia 25305 


"ViF\G!NIA^ 

tourism office 

March 15, 2019 


Ms. Stephanie Lynch 

The Greenbrier Resort 

101 Main Street, West 

White Sulphur Springs, West Virginia 24986 


Dear Ms. Lynch: 


I hope this letter finds you well. I'm reaching out regarding your previous Cooperative Advertising 
Program television buy from spring/summer 2018. Costs for your buy came in lower than the prices 
listed in the co-op portal, and we're issuing a credit to your account. 


Our media buyer estimated broadcast prices for the portal 
costs came slightly lower based on market demand. We're 
and crediting your account $333.00. 


using a cost-per-point model, but the actual 
passing that savings along to our partners 


his credit can be used toward any future co-op purchase. Alternatively, if you have an unpaid invoice 
we can issue a new one reflecting the credit, so you can utilize the savings now. If you would like a new 
invoice, please reach out to the program coordinator, Alex Dudich, at Alexandria.V ..p„„ 


I appreciate your partnership and support of the cooperative advertising program and 
working together in the future. 


look forward to 


Sincerely, 

l kiW k 

Chelsea A. Ruby 
Tourism Commissioner 


CC: Alex Dudich, Cooperative Advertising Program Coordinator 



West Virginia Tourism Office | (304) 558-2200 | WVtourism.com 
1900 Kanawha Boulevard, East, Charleston, West Virginia 25305 


December 14, 2018 


°WE5T 

'VIRJSINIA^, 

TOURISM OFFICE 


Ms. Stephanie Lynch 

The Greenbrier Resort 

101 Main Street, West 

White Sulphur Springs, West Virginia 24986 


Dear Ms. Lynch: 


Thank you for your participation in the first year of the West Virginia Tourism Office's new Cooperative 
Advertising Program. Enclosed you will find results and reporting from both the state brand advertising 
campaign and partner cooperative advertising. 

The cooperative advertising program has for the first time given West Virginia's diverse attractions and tourism- 
related businesses a unified voice in the travel marketplace. We’re seeing new collaboration among partners 
to showcase regions, industries, attractions and events. Furthermore, we've been able to provide a greater 
than one-to-one match for every partner dollar spent on advertising under the umbrella of this new program. 

For the spring/summer season, partners contributed more than $630,000 in private dollars to which the 
Tourism Office matched by $717,001 in state funds, including media placements and creative costs, allowing 
us to leverage an entire cooperative advertising buy of more than $1.3 million in market from April to August. 
This is truly incredible, and the overall results show that our advertising is working. 

As we head into the program's second year, we listened to the feedback from Governor's Conference and 
reviewed and made necessary changes. All your suggestions help make this program the best it can be. I hope 
everyone will take great pride in the work we've accomplished together so far. 

In addition to your results, enclosed you will also find your invoice for the spring/summer season Invoices are 
due in 30 days. 

I want to sincerely thank you for joining in on this effort. We’re stronger as a state when we work together. It's 
been a pleasure working with you on your co-op, and we look forward to continue working with you in the co-op 
program for years to come. 

Sincerely, 

CheTsea A. Ruby 
Tourism Commissioner 

cc: Alex Dudich, Cooperative Advertising Program Coordinator 
Anna Plantz, Director of Partner Programs 

Enclosure: Partner analytics report 
Media fulfillment report 
Media impressions report 
Invoice 




AS SEEN ON 

today 


^'west 

TOURIJM OFFICE 


Cooperative Advertising Program 

Panne, I i.'liiihneni & Analyses Repent 


Virginia Toutism 


mmeia. spa 


C- K tE‘»BF'EP COM 

4 for 3 Night Special 

Ris.cn s n:e i 


Featured on Homepage 


FMTliflt'D PARJi'tRS 


THE GREENBRIER 


80*8$ HAEFrELD-MCCOY TRAIES 

I franc 


franc 


ace adventure resort 


*rWwvkf S ADVENTURES ON THE GORGE 



_ °WEST 

VIRGINIA 

tourism office 


—. 


mom 



1 * 


i 


*■ 






53 

torn 




’SL’opeoj 









WILD, WONDERFUL 


\ - 

w 




February 22, 2018 


Ms. Stephanie Lynch 
The Greenbrier 
300 W. Main Street 

White Sulphur Springs, West Virginia 24986 
Dear Ms. Lynch, 

My name is Alex Dudich, and I'm the new Cooperative Advertising Coordinator for the West 
Virginia Tourism Office. I'm working with Director of Partner Programs, Anna Plant* on 

program logistics moving forward. On behalf of the team at the Tourism Office, thank you for 
your participation and support of the new program. 

I m Pleased to share that the following requests have been approved for Spring/Summer 2018- 
Trip Advisor Display Banners - Tier 3 

The following requests are pending approval. These media placements require a minimum 
number of partners to buy in, and those minimums have not been met. We are evaluating 
options with the media vendor and will get back to you in a couple weeks. 

6-Week Out-of-State TV Flight, Washington, DC 

The following requests have been approved for Fall 2018: 

• Southern Living, Full Page 

!vhen S t e n nd T ° f ° ur ter ™ conditions agreement with more information on 

when to return a signed copy. All program participants must have a signed agreement on file 

As soon as we receive your signed agreement, I will send detailed instructions on how to upload 
your creative assets in the Co-Op Portal, as well as information on your marketing bonuses. In 
e meantime, if you have any questions, please do not hesitate to reach out to me. 

Tm excited to be a part of the team and look forward to working with you! 

Sincerely, 


Alex Dudich 

Cooperative Advertising Program Coordinator 

(304)-957-9335 

Alexandria. V.Dudich@wv.gov 
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February 22, 2018 


Ms. Stephanie Lynch 
The Greenbrier 
300 W. Main Street 

White Sulphur Springs, West Virginia 24986 
Dear Ms. Lynch, 

My name is Alex Dudich, and I'm the new Cooperative Advertising Coordinator for the West 
Virginia Tourism Office. I'm working with Director of Partner Programs, Anna Plantz, on 
program logistics moving forward. On behalf of the team at the Tourism Office, thank you for 
your participation and support of the new program. 

I'm pleased to share that the following requests have been approved for Spring/Summer 2018: 

• Trip Advisor Display Banners - Tier 3 

The following requests are pending approval. These media placements require a minimum 
number of partners to buy in, and those minimums have not been met. We are evaluating 
options with the media vendor and will get back to you in a couple weeks. 

• 6-Week Out-of-State TV Flight, Washington, DC 

The following requests have been approved for Fall 2018: 

• Southern Living, Full Page 

I will send an electronic copy of our terms and conditions agreement with more information on 
when to return a signed copy. All program participants must have a signed agreement on file. 

As soon as we receive your signed agreement, I will send detailed instructions on how to upload 
your creative assets in the Co-Op Portal, as well as information on your marketing bonuses. In 
the meantime, if you have any questions, please do not hesitate to reach out to me. 

I'm excited to be a part of the team and look forward to working with you! 

Sincerely, 


Alex Dudich 

Cooperative Advertising Program Coordinator 

(304)-957-9335 

Alexandria. V.Dudich@wv.gov 


West Virginia Tourism Office • 1900 Kanawha Blvd. E. • Charleston, WV 25305 • 304-558-2200 • 800-CALL WVA • FAX: 304-746-0010 • www.GoToWV.com 




West Virginia Tourism Office | (304) 558-2200 | wvtourism com 
1900 Kanawha Boulevard, Hast. Charleston, West Virginia 25305 


December 20, 2018 


Stephanie Lynch 

The Greenbrier 

101 Main Street, West 

White Sulphur Springs, West Virginia 24986 


Dear Ms. Lynch: 


Thank you for participating in the Spring/Summer 2019 season of the West Virginia Tourism Office's 
cooperative advertising program. We had great success in the first year of the program and w " e 
grateful for your support and participation, in year two. 


m pleased to share that the following requests have been approved for 

* Out-of-State Television, Washington DC, 5/13 - 6/2 

* Southern Living, full page, July 


Spring/Summer 2019: 


return f!; y ° U " f ' nd ! t ? rmS 3nd contmions agreement for the program. Please review sign and 
Viroin „ T paper by January 31 ' 2019 Si e necf agreements can be mailed directly to thl West 
Kan* h «T 0ff J Ce e Attn: Alex DudiCh ' Suite 100 ' BuMIng 3. State Capitol Comdex 1900 
agreem^nf on flle. rd ^ WV 253 ° 5 ' A " program padicipan ‘ a "*« ^a ^gned 


ln J he H CO w m ' ne ? 6kS '' Wi " be reaching ou * ^ collect assets for the creative, all of which should be 
uploaded into the co-op portal at vmy!LCO^y]^ri $ m,conviQgm. If you have trouble logging in or 

% : irzsszr; “**•• - s 


We will send the invoice along with the results of your co-op at the 
meantime, if you have any questions, please do not hesitate to let 


end of the season. In the 
me know. 


I look forward to working with you! 


Sincerely, 

Alex Dudich 

Cooperative Advertising Program Coordinator 
(304) 957-9209 
Alexandria.V.Dudich@wv.gov 



K PLACEMENT OF ADVERTISING 

the media pr^ertyts) requested bv^he AoDfca'm T" C °°' a ' n8t '° n with lhe A PP |icam ' according to Section IV of the Agreement, ir 

eXToI^e^ 

HI.ADVERTISING REQUESTS & PLACEMENTS 

A ' oppo^hfesTri'^f 8 " aa “ erasin6 PPP° rtun 'ties and placements. Applicants may recommend and suggest 
inclusion.* 6S cons,derat,on; however, applicants may no, procure advertising opportunities to, “gram 

“ :,-=^rr,ss,==rr~ 

D :;x«"2==rr»rsrsr rssrr ~ ~—— 

'■ -rrsrsrrc 

* - 

K. The Tourism Office does not guarantee a certain outcome or result to participants ,n the program. 


IV.PROGRAM RULES OF PARTICIPATION 


A. TheTourism Office's web address will be the singula, call-,o-ac,ion and landing page to, all ad partnerships, unless otherwise 

' =£§si££s===s=~ 

'■ — ,s,r:,r,r. ^zssr^rsssr* 

D has an^rfhancedtisti'ngonThe^ourisnroffice'^websrte 00 ^ h3S 3 d<!diCated ^ ^ ^ PimiCipa,inf! «"W P^ner 

s rr,:=:r,r„— 
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VIII. APPLICANT INFORMATION 

The Applicant agrees that the information contained in this section of the Agreement related to the Applicant was accurate when 
originally prov.ded. The Applicant acknowledges that there is an ongoing duty to supplement the information. Therefore the 
Applicant must also supplement this information if. at the time that an advertising request is made, there are material changes 


Applicant 

All program applicants should complete this section. All members of multi-partner groups should complete this application 


COMPANY NAME 


CONTACT NAME 


COMPANY ADDRESS 


CONTACT TITLE 



PHONE 



EMAIL 


COMPANY PHONE 


WEBSITE 



Creative Agency 

If applicant or group will work with a creative services agency, i.e. an advertising agency of record, please provide contact information 
here. If applicant will not work with a creative agency for this program, skip this section. 


AGENCY NAME 


CONTACT NAME 

— 

AGENCY ADDRESS 


CONTACT TITLE 



PHONE 



EMAIL 



Multi-Partner Groups 

If you are a member of a multi-partner group, please list all group members and 
share of the partner costs each participant will contribute. 


a contact for each below. Please also indicate what 


COMPANY 

CONTACT 

SHARE OF COSTS 








— -—- 













100% 
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‘West 



tourism office 


Participation Agreement 


--rvyitoillCllt 

brand identity for the adCert^j^ rS "T th ®'° pportun ' tyt0 'everage state resources and 
disseminated through the program, including duly licensed' audio record^T advert,sing material generated, placed and 
and may not be used without its express written permission ^ 6013105 he property of the V^st Vrginia Tourism Office 

The goals of this program are to: 

• Increase awareness of the t/ltest Virginia brand, products and partners 
aeate a positive shift in visitors’ and travelers' attitudes and perceptions 
Provide measurable advertising outcomes for every dollar spent and 

Leverage state resources and partner budgetsto maximize the industry's overall economic effects 
from^particf pahonIn*the QK^p^d^tisi ng^ogarn^ 9Uara " ,ee “ Pa " S ™" *'*" • result or benefit 

in consideration o, the foregoing, (the Applicant, and the Ufcs, Urgnia Tourism Ofice ('Tourism Ofice", "we", "us", agree as follows. 

I- PROGRAM PARTiaPANTS 

A sucas^efs. mo«e,s an. res.a.ra.s, may 

1. Destination Marketing Oganizations (regions or areas containing three or more attractions) 

2. Tourism-Related Businesses, Attractions & Events, which include: 


Cultural/historic sites 

i. Fairs & festivals 

ii. Museums 

Entertainment establishments 


Casinos 

Performing arts centers 
Sporting organizations & venues 
Vneyards/ wineries 
Oaft breweries 
Distilleries 

c. Scenic or natural areas 

d. Theme or amusement parks 
Government Partners 


iv. 

v. 

vi. 


h. 


Zoos, aquariums, wild animal parks 
Destination lodging 

i. Campgrounds 

ii. Bed & Breakfasts 

iii. Vacation rentals 

iv. Resorts 

Destination entity/organization that provides 
recreational activities, including but not limited to, 
Whitewater rafting, skiing and snow activities, mountain 
biking, hunting and fishing 

Destination shopping 


B. 

C. 

D. 


The partnership^) must be strategically applicable to the Tourism Office's 2018 goals, objectives and target markets 

SEE 

partners of their contributions toward the final invoice and passino alona final sharin 9 ^creative proofs, notifying 

all other parties. ' 9 ^'° 9 al0ng f,nal “"*“8" results and tracking information with 
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11 ■ PLACEMENT OF ADVERTISING 

the media property® requeued by^ ^ plican1 ' accordin 9 10 S^' 0 " IVof the /Agreement, 

Program. To have advertising placed by the Tourism Ofice und^TfhP ment> under the Operative Advertising 

agrees to all of the terms and conditions contained in^his Agreement ****"*"9 Program ' the und ^signed Applicant 


a tk T rL^onV!DVI5 

inclusion. ’ 030 s may no * P rocur e advertising opportunities for program 

B ssrr;sxrprrrr 

D - -ssrrjric 
E Sasssaassss :zxzzsgsxssssssr 

,hefC» pr^ToTthet ^ °' “"O'™*** 1 in the ccn>p and 

this Agreement. P-acement of advertising under this Agreement and that information is made part of 

K. The Tourism Office does riot guarantee a certain outcome or result to participants in the program. 

IV. PROGRAM RULES OF PARTICIPATION 

A n^eT^ ^ ^ 3ddreSS ™" 1)6 ,he Sin9U,ar rall “" landing page tor ail ad parinerships, unless etherise 

B Sar^r,^ 

C in a„ sooa, 

D ‘ £ aTe“ a tg e :rC^^r P haS 8 land '" 9 ^ “* “* P« 9 -9le partner 

“-xr ssritz or sroup ~ p --* -— 
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G. 

H. 


Tile Tourism Office must 


V. RATE AfMD PAYMBsTTB 
4 

8 IrS 

D. The Tourism a,ice ™l, charge Applicant .or applicable sales .ax *ptican, win b. responsible .or parent o. all other sales and 

E Payment .or participants «hose existing accounts are no. more .ban 30 da^ pas, due is due on the las, Friday o, each month 
F 

G The Tourism Office reserves the right to undertake appropriate collection actions ,or any unpaid balance 


VI. GOVERNING LAW 


VII. HOLD HARMLESS 

tmSk^^ *« n« infringe any 

been initiated or threatened against Applicant with respect to the use o, sutf, inXrtual p"pro 

r^j'lHrorrrfajtbe'useofrt^teriafs'uimishecl'tousby/ppI^in^a^tfmge '"^faf ^ ^ ^ iCh 

claims tor damages, indemnification or contribution arSngfr™ he u« ZSSi^sSs 1 f?* by USi (C> a " y 

obtained trom ^plicant to substantiate claims made in 3L£Z 

such action or proceeding. y ^ costs we may incur in connection with any 

^ ^ ure - -edia, suppliers, or others to 

destruction or unauthorized use by otheS^sC^rty me *' ^ ^ l0 “ ° r ,ai,Ure ,heir " -V 

The Applicant agrees to indemnify and hold harmless the Tourism Office and its respective aoents fln n * , 

regard to any daim made as a result of any advertising placed by the Applicant undeX ^ T. 

,rczr -«,—».»™ 
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Applicant 

aPPliCan ’ S Sh ° Uld C ° mple,e * hiS «*»■ * o' ™-H™* groups should complete this application 



Creative Agency 

recordi P'ease prc«de contact intormat.on 



Multi-Partner Q-oups 

S a 0 Uhe m p e ar; r".Sl’" ^ ^ * «*« - «. Wow. .ease also indicate 


what 
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iX. 


proprielorships'are^^ie^only^orgaT^lor^^c^requtr^^re^er^tf^t COmmissions ’ "" 8016 


Hotel/Motel tax anjfpaylt^s'T^ indudin 9 bal ™t »mited to, 

SX=T" er P0W inW,IV6d " 3 bankruptcy Proceeding’ I, so, who may be contaaed tor details otthe 



so, detailthe y connectimteStS 1 Ipptoror^nlSiOT^alfDWTOTo membe ' S ’ hePart " erSor MCe versa? 



* irrevocable of the applicant and partners to pay the approve expenses. 

£T«TJ ToXt "'° 3SSi9n " “ any °’ ,he "** ddb “ « obligations o, the applicant without the W i„en 
The information proved within the appiication is true and correct, and the applicant has read and understrmds this agreement 

- > ba *»* -be «nc*rn, o, tending sou*,, and the r 19 h, to deny or 

partner to the application. V P 1 a 9 reemenl and/or ">|ecl any future applications from such applicant or any 


Hease indicate your acceptance of the terms and conditions of this 


Office. 


agreement by signing below and returning it to the Tourism 


AGRTO AND ACCEPTED FOR THE APPLICANT: 


AGREED AND ACCEPTED FOR THE TOURISM OFFICE: 




•srz?$fr(rf/u && C//UZZ/ 1/ it r\ 

PRINT® NAMES, TITLE " N ■ -Pf (jflUti/ uSftlk/ 
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AtaOtfi THE MmmkM 

II.' vV«-,t lour!'..,, n ffice r.oopemtivr Advert rim program i< U*=- icjnc-ci to improve the ft «c,mooted mev.,«.nn" 

vvit i"i (I.. iwiuMrv by Off, r.r,., partner. th* opportunity to lav.*.,go M.,to r soue and brand rlc .uit , to aflvn.tr, 

ihn, mdivirJiMi d..'tin;,,ior,;. attractions ..nd nv« 


PROGRAM aOAF.e 

li>( M .1 <• ‘W.H« fie'.i of llie West Virginia brand. piodu. t , .ind partners 

* 1 " * l, *‘ ' !»• ■bill iii havnli.rs* .Mlitiidtr. ,.nb pti<„i‘. 

‘ bitiviri,- IV.I r.suoihlc. advertising outcorrins for every dolljr sp. nt 

‘ 1 ' vr ' 1 ' ' Jr ,f ' " ' uU,M ' ' ,nf l I»'.»! r k;# hndynp t(. n,. ; yiinivi- ir.iiu'.tive ovr mil «•« onomir impart 

atAKGRS TO PROGRAM 

Ir.u hr ,1 to foi.|J|,jj.| (. 0,0 11 , fuel ^,tofl|.r prop,;.,,, w , ,t.,,. , lhou „ ( v,rnr, llt .wrhnn'tr.v 

1 ,iWtWr W ' M ' 'I' ,s ''HP fl.O r oil-io-.ir lion on.d. I. tor the program Digit;,I ads may Pnk u.i-Hy io pertr.o, 

v,"|,. , t., piovkKi tl„ wnbj.it,'!, align with Ur- lot.rr.m Olfie< '. rub,r o, |, t M prartti.s All»•» «.,»'I„u,v. will < online, 

to «j-.v- wyiomiMii.r orn, 

■ Uctlar Wrhsltn W-cmml: A ... w I tv ..t,»ns" ...I, on „,.,n .on ,r,n„ of wvi,,-,,, o,„ v,,.i 

|>ir. v ir|.- K-, LIWI more Ifiluilivo path 1o p.illM ip..tl,,r, portnn IlMlIU,*. fo, white,,;, who |,„v«. be, ,, , , ov ,| 

I'lv/' 11r.mp message' 

• Update bonus Marked Inc. Packaqor.: Wr> lr»+.i| at tin o suits and revised the bonu, n,a, Minn nt.vrv. to ton, .... 

Mth.:rth.,n^ii""lity. Ik. 4 paitnrf. will hav* the option to pi* e email lead-eoll,-, tier. fenr. o„ th. i. I, .tin. ,• j, t 
.nkJit to tou king and rclnim-ting pixels, and t,.., paPners will now have the option to place pm,l. « f; w-ll. 

. Stir iirnli, Menu A Wcrommendatlont: VV.-'n-n l.ninr, lhr li,t o, oppoMunit.es to better piemen.:. that h .,vc p.ovr, 
t *oi in the hr St ve,r of the ptogram with opportumlk «. pnrln. r. might not be able to secure on thru own Unt ,,l.g„ 
with the M.,u, media strategy. The louri.sm Ofik r. will also offer nxomr,.,-ndetimw or, how to packer. nppo, tuning", to 
I ,- t ..it compli' li individual marketing goals 

, Media Pirn Presentations: The Tourism Olf.re will invito nil partners to a webinar previewing the upcoming 

oven.ll media '.tMtcoy nnd toopor.,tivo advert isinn opportunitir*. in advano, of each buying window We'll also pr., v .de 
"" ' ' v ' v |, > " ^l uf °PPOrtunities that will allow partnr rs to •.vaiuate before n„,l ing then ro«.|ui kts. 


F,KAMH.ES 






KARKB1IW0 PACKMBZ 


Buy-In tier (to be matched dollar for dollar) 

|4 1 W|* ; :'i51 fS,?\ } i / 

Added to featured destinations tab ; »r.-v-/ 1 ' 
Featured on homepage 


Weighted listing placement to increase 
display frequency and rank throughout site 

fj|» H/v • • 

! . . • • * v 

Featured on Tourism Office social channels 

Inclusion in a blog post with social 
promotion and direct link to partner website 

Instagram story 


Tier! 
$1,500 + 

Tier 2 
$10,000 + 

Tier 3 
$25,000 + 

Tier 4 
$50,000 

S 

v' 

S 





s 

25 

points 

50 

points 

75 

points 

100 

points 

• • -' v r, t 

■ ', / ; I ; 

' • '• ' -r ■ 

- It c\ a /• . 

: \ • . 

V 

S 

✓ 

v'' 


s 


s 




Facebook ad promotion with link to 
partner website 


Listing upgrade with custom layout, 
link to blog posts or featured articles 
updated content and additional photos 

Crowdrlff gallery of user-generated photos 

Ability to pixel listing for retargeting 

Email lead-generation form on listing i inw 

Featured video of 15-30 seconds 








Research & data tracking on campaigns 
Search engine optimization (SEO) 
Public relations & earned media efforts 
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3. 

4. 


Spring/Summer Co-Op Packages 

Tier 1 - $250-$4,999 

FACEBOOK ADS ONLY 

S: Hampshire County cv R 

Co-Op Placement 

!• Facebook post scheduled for week of July 16, 2018 
o Total cost: $250 

Th.s ad ran for one week and reached a total of 224,160 people. Of those 57% 

Z r lZ°Tj 128 ' 686> and 42% Were men (94 ' 451) - 11 had total impressions of 
318,646. Of those, 56% were women (178,539) and 43% were men (138,376). 

Bonus Marketing Assets (July 1 -July 31 ) 

2- ^r^;r ional travei i,inerary ° n 

partner website° E ^ *° ^ ^ ^ ^ P ° S ‘ ™ St induda dire “ «nks to 

0 J hrl V ° P ^ th6Se ama2in6 mUS, ' See areaS f0r tme West Virginia experiences 
exp e^ienre^/ ""’ 5 '^ rnm ^^ r>P ~ by ' tbeSe ' arnaZing ' r r >US ^~ See ~ arPa ^ ^ nr tr> . .S ima 

Tweet: 2 Replies, 16 Retweets, 40 Likes. In July 2018 during the time this tweet 
was posted, the West Virginia Tourism Twitter account had 476,000 tweet 
impressions, with 4,666 profile visits. It also gained 243 new followers and had 
289 new mentions during the period in which the tweet was viewed 
eatured m either one Twitter post or one Instagram post on Tourism Office accounts that 
showcase the partner and provides a link to the partner website 

o Tweet. July 2 h ttps://twitter.com /W V to urism/status/101378n5R7583717RRq 

1 Reply, 17 Retweets, 39 Likes. In July 2018 during the time this tweet was 
posted, the West Virginia Tourism Twitter account had 476,000 tweet 
impressions, with 4,666 profile visits. It also gained 243 new followers and had 
289 new mentions during the period in which the tweet was viewed 
ree upgrades to them lis ting page , including a new layout with two photos, link to the featured 

Provide post-Facebook campaign reporting and bonus marketing tracking metrics 


5. 


6 . 

7. 

8 . 



Si River House Lori flp 
Co-Op Placement 

9. Facebook post scheduled for the week of July 2, 2018 

o Total cost: $250 

This ad reached 179,169 people. Of those, 50% were women (90,241) and 49% 
were men (88,161). It had a total impressions of 322,306. Of those, 50% were 
women (161,537) and 49% were men (158,730). 

Bonus Marketing Assets (July 1-July 31) 

10. Featured placement in regional travel itinerary on Mountaineer Countrv repinn,, 

11. 25 weighted listing points —- 

U ‘ pi rtnerlebsite 08 ^ ‘° ^ °" S ° dal ^ bl ° g P ° St mUStindude direct links to 

O July 1: Stop by these amazing must-see areas for true West Virginia experiences 

htt]z s://wvtourism.com/st 0 p-by-these -ama7 inE-must-sRp-a r pas-fn r .tri]p-wp‘:t-wirmni->- 

experiences/ -- - —— 

Tweet: 2 Replies, 16 Retweets, 40 Likes. In July 2018 during the time this tweet 
was posted, the West Virginia Tourism Twitter account had 476,000 tweet 
impressions, with 4,666 profile visits. It also gained 243 new followers and had 
,, . 289 new mentions during the period in which the tweet was viewed 

13. Featured in.either one Twitter post or one Instagram post on Tourism Office accounts that 
showcase the partner and provides a link to the partner website 

o Tweet: July 6 https://twitter.com/WVtourism/status/101S263351419465728 

12 Likes. In July 2018 during the time this tweet was posted, the West Virginia 
Tourism Twitter account had 476,000 tweet impressions, with 4,666 profile 
visits. It also gained 243 new followers and had 289 new mentions during the 
period in which the tweet was viewed. 

14. Free upgrades to their li sting page , including a new layout with two photos, link to the featured 

15 Mak ““ d6alS and UPdat6d C ° ntem Writt6n in “"^ration with the partner 

15. Make sure listing page has SEO 

16. Provide post-Facebook campaign reporting and bonus marketing tracking metrics 

S: New River Gorge CVR 
Co-Op Placement 

• Facebook post scheduled for week of August 20, 2018 
o Total cost: $250 

This ad ran for one week and reached a total of 81,903 people. Of those, 49% 
were women (40,064) and 50% were men (41,344). It had total impressions of 
139,176 with 47% being women (65,208) and 52% being men (72,949). 

Bonus Marketing Assets (August 1-August 31) 

IS. 2rweSed"shn e gpl r t e s 6i0naltraVel Mver/Greenbrier Valley regional p n r n 



19 ' partner website°^ PO$t *° ^ ^ °" The bl «* ■»* ""* include direct links to 

o Aug. 1 : Adventure through Almost Heaven at these 10 spots 

htt ps://wvtouri.sm rnm/adventu re-th r n u e h-alm 0 st-h«', cn - a t-these-fi-snntc/ 

Tweet: 8 Retweets, 12 Likes. In August 2018 during the time this tweet was 
posted, the West Virginia Tourism Twitter account had 377,000 tweet 
impressions, with 3,398 profile visits. It also gained 145 new followers and had 
294 new mentions during the period in which the tweet was viewed 
. Featured in either one Twitter post or one Instagram post on Tourism Office accounts that 
showcase the partner and provides a link to the partner website 

Tweet. Aug. 1 htt ps://twitter.com/WVtourism/stat us/10246fi15285n55374 ir; 

Reply, 14 Retweets, 26 Likes. In August 2018 during the time this tweet was 
posted, the West Virginia Tourism Twitter account had 377,000 tweet 
Impressions, with 3,398 profile visits. It also gained 145 new followers and had 

23. Provide post-Facebook campaign reporting and bonus marketing tracking metrics 


S: Greenbrier County rvR 
Co-Op Placement 

24. Facebook post scheduled for week of May 21, 2018 
o Total cost: $250 

This ad, which ran for seven days, had 321,798 impressions. Of those, 56% were 
women (181,404) and 43% were men (138,856). It reached a total of 163 225 
people. Of those, 56% were women (91,143) and 44% were men (71,601). 

Bonus Marketing Assets (May 1-May 31) 

26.’ 2^welghted nst^ng*points*'° ^ °" ^- River / G ^nbrier Va.le^regional pa ge 

27 ' partner website° 8 ^ *° *" ^ ° n medta - The bto ® ^ "«* "dude direct links to 

o May 1: These 27 places know EVERYTHING about West Virginia 
httB s://wvtourism rom/27-places-know- e vervthine-west-„i r .,i^/ 



■ Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

28. Featured in either one Twitter post or one Instagram post on Tourism Office accounts that 
showcase the partner and provides a link to the partner website 

o Tweet: May 3 https.7/twitter.com/W Vtourism/status/99?03 12696420311Q4 

■ 1 Reply, 8 Retweets, 28 Likes. In May 2018 during the time this tweet was 
posted, the West Virginia Tourism Twitter account had 379,000 tweet 
impressions, with 4,147 profile visits. It also gained 254 new followers and had 
187 new me ntions during the period in which the tweet was viewed. 

• Free upgrades to their Mi ng page , including a new layout with two photos, link to the featured 

P0St ' °PP° rtunlties for deals and updated content written in collaboration with the partner 

30. Make sure listing pages have SEO 

31. Provide post-Facebook campaign reporting and bonus marketing tracking metrics 


S: Capon Springs & Farms 

Co-Op Placement 

32. Facebook post scheduled for week of July 23, 2018 
o Total cost: $250 


• This ad reached a total of 162,498 people, with 55% being women (89,488) and 

44% being men (72,115). It had total impressions of 267,045, with 54% women 
(145,106) and 45% men (120,237). 


Bonus Marketing Assets (July 1-July 31) 

33. Featured placement in regional travel itinerary on Potomac Highlands reeinnal 

34. 25 weighted listing points 

35. Featured in a blog post to be shared on social media. The blog post must include direct links to 
partner website. 

o July 1: Stop by these amazing must-see areas for true West Virginia experiences 

h ttps://wvtourism.com/stop-by-these-amazinp- _must-see-areas-fo r -triiP-i*/ g ct-wi T .»^- 

experiences/ ~ ' - 


Tweet: 2 Replies, 16 Retweets, 40 Likes. In July 2018 during the time this tweet 
was posted, the West Virginia Tourism Twitter account had 476,000 tweet 
impressions, with 4,666 profile visits. It also gained 243 new followers and had 
289 new mentions during the period in which the tweet was viewed. 

. Featured in either one Twitter post or one Instagram post on Tourism Office accounts that 
showcase the partner and provides a link to the partner website 

o Tweet: July 3 https://twitter.com/ WVtourism/status/101415127494n5n9mR 

■ 1 Reply, 5 Retweets, 34 Likes. In July 2018 during the time this tweet was 

posted, the West Virginia Tourism Twitter account had 476,000 tweet 
impressions, with 4,666 profile visits. It also gained 243 new followers and had 
289 new mentions during the period in which the tweet was viewed. 



37. Free upgrades to their lis ting page , including a new layout with two photos, link to the featured 

..°f P ° St ' opportunities for deals a " d Updated content written in collaboration with the partner 

38. Make sure listing page has SEO 

39. Provide post-Facebook campaign reporting and bonus marketing tracking metrics 


Tier 1 - $250-$4,999 

OTHER MEDIA BUYS 


S: Guest House Lost River (Meghan) 

Co-Op Placements 

40. Facebook post scheduled for week of March 26, 2018 

o Reached 204,115 people with 235,693 impressions. There were 303 link clicks, with 299 
being unique link clicks. 52% were women (105,747) and 47% were men (96,866). It was 
placed primarily in the Facebook feed, with others being placed in messenger. 

41. 1/3-page ad in West Virginia Living, March-June 

o Total cost: $925 


Bonus Marketing Assets (March l-July 31) 

42. Featured placement in regional travel itinerary on Potomac Highlands regional n a » 

43. 25 weighted listing points 

44. Featured in a blog post to be shared on social media. The blog post must include direct links to 
partner website. 

o May 1: These 27 places know EVERYTHING about West Virginia 

ht tps://wvtourism.com/27-places- k now-evervthing-west-virginia/ 

- Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

45. Featured in either one Twitter post or one Instagram post on Tourism Office accounts that 
showcase the partner and provides a link to the partner website 


o Tweet: March 7, 2018 http s://twitter.com/GoToWV/status/971487904345227266 

- 1 Reply, 6 Retweets, 14 Likes. In March 2018 during the time this tweet was 

posted, the West Virginia Tourism Twitter account had 348,000 tweet 
impressions, with 4,876 profile visits. It also gained 296 new followers and had 
768 new mentions during the period in which the tweet was viewed. 

46. Free upgrades to their listi ng page , including a new layout with two photos, link to the featured 

‘°f P ° St ' °PP° rtunities f or deals and updated content written in collaboration with the partner 

47. Make sure listing page has SEO 

48. Provide campaign reporting and bonus marketing tracking metrics 



S MHardy County CVB (Meehan) 

Co-Op Placements 

49. 1-page sponsored content in West Virginia Living, March-June 
o Total cost: $1,000 

Bonus Marketing Assets (March 1-June 30) 

50 ' dura^on o'f ^ °" ^- ° mac Hi ^ hla ^ ^nal P a P . throughout 

51. 25 weighted listing points 

52 ' partner website° 8 ^ *° “* ^ °" S ° Cia ' medla - bl ° g P ° St mUSt indude direct *> 

o April 15: These # events are West Virginia must-sees httBs^/wvtourism.com/in-eventc. 
west-viremia-must-spp«;/ “ 

' r et:15 RTS ’ 36 UkeS - ln Apri ' 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions with 

6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed 

53 ' accounts th^t sh^ T" 0 * P ° St ' "" ^ P ° St ° r ° ne lnstagram p “‘ Tourism Office 
accounts that showcase the partner and provides a link to the partner website 

o Tweet: March 5, 2018 https://twitter.rnm/ OoToWV/statns/970771 T57Q7tOK^ 3 -i 

■ 6 Retweets, 25 Likes. In March 2018 during the time this tweet was posted, the 

West Virginia Tourism Twitter account had 348,000 tweet impressions, with 

4,876 profile visits. It also gained 296 new followers and had 768 new mentions 

during the period in which the tweet was viewed. 

54. Free upgrades to their lis ting page , including a new layout with two photos, link to the featured 

55 Make P s°ur iT^"' 1 ' 6 ;! f ° r dea ' S and updated conte "‘ written in collaboration with the partner 
jo. Make sure listing page has SEO 

56. Provide campaign reporting and bonus marketing tracking metrics 

S: Heritage Farm (Jaden) 

Co-Op Placements 

57. Facebook ad scheduled for week of April 23, 2018 

o This ad was optimized to receive event responses so that when people respond they 

C h °H ™ reCeiVe a ' ertS fr0m the event -* received 640 total responses and 
eached 56,687 people. Of the 640 total event responses, 83% were women (533) and 

16/0 were men (104). Of the total reach at 56,687, 74% was women (42,063) and 25% 
were men (14,256). 

58. 1-page sponsored content in West Virginia Living, March-June 

o Total cost: $1,250 

Bonus Marketing Assets (March 1-June 30) 

59. Featured placement in regional travel itinerary on Metro Valiev rerinnal 

60. 25 weighted listing points 

61 ' partner website° 8 ^ ^ ^ °" S ° C ' al media ' ^ b '° g P ° St mUSt indude direCt links t0 



o May 1: These 27 places know EVERYTHING about West Virginia 

l ]ttps.//wvtourism.com / 27-places-know-evervthine-west-virginia 

- Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

62. Featured in either one Twitter post or one Instagram post on Tourism Office accounts that 
showcase the partner and provides a link to the partner website 

o Tweet. March 9, 2018 https://t witter.com/WVtourism/status/972212931428433920 
7 Retweets, 21 likes. In March 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 348,000 tweet impressions, with 
4,876 profile visits. It also gained 296 new followers and had 768 new mentions 
during the period in which the tweet was viewed. 

63. Free upgrades to their listing page, including a new layout with two photos, link to the featured 

blog post, opportunities for deals and updated content written in collaboration with the partner 

64. Make sure listing page has SEO 

65. Provide campaign reporting and bonus marketing tracking metrics 

S: Potomac Eagle (Meghan) 

Co-Op Placements 

66. Facebook ad scheduled for week of April 9, 2018 

o This post reached 289,466 people, with 291,843 impressions. It received 349 link clicks. 
Approximately 47% (135,031) of the reach was women, and 52% (149,821) of the reach 
was women. For impressions, about 46% (135,031) was women, and 52% (152,698) was 
men. 

67. 2-page sponsored content in West Virginia Living, March-June 

o Total cost: $1,750 

Bonus Marketing Assets (March 1-June 30) 

68. Featured placement in regional travel itinerary on Potomac Highlands regional nave throughout 
duration of the campaign 

69. 25 weighted listing points 

70. Featured in a blog post to be shared on social media. The blog post must include direct links to 
partner website. 

o May 1: These 27 places know EVERYTHING about West Virginia 

fr u P s -//wvtourism.co m /27-places-know-evervthing-west-virginia/ 

• Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

71. Featured in either one Twitter post or one Instagram post on Tourism Office accounts that 
showcase the partner and provides a link to the partner website 

o Tweet: March 8 , 2018 https://twitter.com/GoToWV/status /971813802646831106 



11 Retweets, 23 Likes. In March 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 348,000 tweet impressions, with 
4,876 profile visits. It also gained 296 new followers and had 768 new mentions 
during the period in which the tweet was viewed. 

72. Free upgrades to their listi n g pa g e, including a new layout with two photos, link to the featured 
blog post, opportunities for deals and updated content written in collaboration with the partner 

73. Make sure listing page has SEO 

74. Provide campaign reporting and bonus marketing tracking metrics 

S: Top of WV (Alex) 

Co-Op Placements 

75. Full-page ad in West Virginia Living, March-June 

76. 2-page spread in West Virginia Living Magazine, July-September 

o Total cost: $2,900 

Bonus Marketing Assets (March 1-September 30) 

77. Featured placement in regional travel itinerary on Northern Panhandle regional naPP 

78. 25 weighted listing points 

79. Featured in a blog post to be shared on social media. The blog post must include direct links to 
partner website. 

o April 15: These # events are West Virginia must-sees https://wvtoLjrism.com/7n-events- 
west-vireinia-must-sees/ 

• Tweet: 15 RTs, 36 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

80. Featured in either one Facebook post, one Twitter post or one Instagram post on Tourism Office 
accounts that showcase the partner and provides a link to the partner website 

o Tweet: March 6 , 2018 https://twitter.com/GoToWV/status/971083994753269765 
16 Likes. In March 2018 during the time this tweet was posted, the West 
Virginia Tourism Twitter account had 348,000 tweet impressions, with 4,876 
profile visits. It also gained 296 new followers and had 768 new mentions during 
the period in which the tweet was viewed. 

81. Free upgrades to their listing page, including a new layout with two photos, link to the featured 

blog post, opportunities for deals and updated content written in collaboration with the partner 

82. Make sure listing page has SEO 

83. Provide campaign reporting and bonus marketing tracking metrics 

S: Lewis County CVB (Allie) 

Co-Op Placements 

84. Facebook post scheduled for week of August 13, 2018 

o This ad ran for seven days and reached a total of 174,304 people. Of those, 66% or 
115,456 were women, and 33% or 58,112 were men. Impressions totaled 256,684, with 
63% being women (162,429) and 36% being men (92,602). 



85. West Virginia Press Association ad placement, April-September 

o Total cost: $850 

Bonus Marketing Assets (April 1-September 30) 

86. Featured placement in regional travel itinerary on Mountain Lakes reeinnal 

87. 25 weighted listing points 

88. Featured in a blog post to be shared on social media. The blog post must include direct links to 
partner website. 

o May 1: These 27 places know EVERYTHING about West Virginia 

h ttps.//wvtourism.corn/27 -places-know-everything-west-virginia/ 

• Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

89. Featured in either one Facebook post, one Twitter post or one Instagram post on Tourism Office 
accounts that showcase the partner and provides a link to the partner website 

o Tweet: April 18 h ttps://twitter.com/WVtourism/status/986615081915l09376 

- 1 Reply, 4 Retweets, 26 Likes. In April 2018 during the time this tweet was 

posted, the West Virginia Tourism Twitter account had 516,000 tweet 
impressions, with 6,807 profile visits. It also gained 278 new followers and had 
244 new mentions during the period in which the tweet was viewed. 

90. Free upgrades to their listing page, including a new layout with two photos, link to the featured 

blog post, opportunities for deals and updated content written in collaboration with the partner 

91. Make sure listing page has SEO 

92. Provide campaign reporting and bonus marketing tracking metrics 

S: Upshur County CVB (Alev) 

Co-Op Placements 

93. Digital placement with Madden Media, April-July 

94. 1-page sponsored content in West Virginia Living, July-September 

o Total cost: $3,500 

Bonus Marketing Assets (April 1-September 30) 

95. Featured placement in regional travel itinerary on Potomac Highlands regional naee thron-hom 
duration of the campaign 

96. 25 weighted listing points 

97. Featured in a blog post to be shared on social media. The blog post must include direct links to 
partner website. 

o July 1: Stop by these amazing must-see areas for true West Virginia experiences 
ht tps://wvtourism.com/stop-bv-these-am azing-must-se e-areag-fnr-tr, ^-u, 0 ct- virc j n j 2 
experiences/ 

Tweet: 2 Replies, 16 Retweets, 40 Likes. In July 2018 during the time this tweet 
was posted, the West Virginia Tourism Twitter account had 476,000 tweet 
impressions, with 4,666 profile visits. It also gained 243 new followers and had 
289 new mentions during the period in which the tweet was viewed. 



98. Featured in either one Facebook post, one Twitter post or one Instagram post on Tourism Office 
accounts that showcase the partner and provides a link to the partner website 

o Tweet: April 1 https://t witter.com/WVtourism/status/9804602761590743Q8 

3 Retweets, 21 likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

99. Free upgrades to their listing page, including a new layout with two photos, link to the featured 
blog post, opportunities for deals and updated content written in collaboration with the partner 

100. Make sure listing page has SEO 

101. Provide campaign reporting and bonus marketing tracking metrics 


S: Putnam Countv CVB fJaden) 

Co-Op Placement 

102. Paid Search/SEM placement with Madden Media, April-August 
o Total cost: $1,200 


Bonus Marketing Assets (April 1-August 31) 

103. Featured placement in regional travel itinerary on Metro Valiev regional page 

104. 25 weighted listing points 

105. Featured in a blog post to be shared on social media. The blog post must include direct 
links to partner website. 

o May 1: These 27 places know EVERYTHING about West Virginia 

https://wvtourism.co m/27-places-know-evervthing-west-virginia/ 

■ Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

Featured in either one Facebook post, one Twitter post or one Instagram post on 
Tourism Office accounts that showcase the partner and provides a link to the partner website 
o Tweet: April 14 https://tw itter.com/WVtourism/status/985182643850391SS3 

2 Retweets, 17 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

Free upgrades to their listing page, including a new layout with two photos, link to the 
featured blog post, opportunities for deals and updated content written in collaboration with 
the partner 

108. Make sure listing page has SEO 

109. Provide campaign reporting and bonus marketing tracking metrics 


106. 


107. 



S: Summersville cv r 

Co-Op Placements 


110 . 


111 . 


Facebook ad scheduled for week of June 11, 2018 

This ad reached a total of 91,536 people. Of those, 72% were women (60,080) and 27% 
were men (25,056). It had total impressions of 204,207, with 72% or 146 644 being 
women and 28% or 56,445 being men. 

% page ad in Blue Ridge Outdoors, May 
Total cost: $1,125 


Bonus Marketing Assets (May 1-June 30) 

112. Featured placement in regional travel itinerary on Mountain i akps reoinnai 

25 weighted listing points 

114 'link, t "l* bl ° g P ° St *° be Shar6d ° n S ° Cial media ’ The bl0g post must indude direct 

links to partner website. 

O April 15: These # events are West Virginia must-sees https://wvtourism.r n m/7n-eue^- 
west-virginia-must-sees/ 

Tweet: 15 RTs, 36 Likes. In April 2018 during the time this tweet was posted the 
West Virginia Tourism Twitter account had 516,000 tweet impressions with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

115 ,h ♦ u Feature ^ in e 'fher one Twitter post °r one Instagram post on Tourism Office accounts 
that showcase the partner and provides a link to the partner website 

o Tweet. May 4 https://twitter•com/ WVtourism/status/992394915974991872 

1 Reply, 18 Retweets, 48 Likes. In May 2018 during the time this tweet was 
posted, the West Virginia Tourism Twitter account had 379,000 tweet 
impressions, with 4,147 profile visits. It also gained 254 new followers and had 
187 new ment '°ns during the period in which the tweet was viewed. 

f r upgrades *° their l & in « P a fi e ' including a new layout with two photos, link to the 

featured blog post, opportunities for deals and updated content written in collaboration with 
tne partner 

117. Make sure listing page has SEO 

118. Provide campaign reporting and bonus marketing tracking metrics 


MP: Mercer County CVB/Cam p Creek State Park (laden) 

Co-Op Placements 

119. Paid/search with Madden Media, April-August 

120. % page ad in Blue Ridge Outdoor Magazine, June 
o Total cost: $2,500 

Bonus Marketing Assets (April 1-August 31) 

121 ' „ ‘■““T ' anding Page S6t up and featured on New River/Greenhrier Valiev repinnai 

° ~ P s -//wvto urism.com/come-e x perience-Dure-outdoor-adventurp/ 

122. Featured placement in regional travel itinerary on New River/Greenhrier Valiev r cci .n 3 i 



123. Featured in a blog post to be shared on social media. The blog post must include direct 

links to partner websites. 

o May 1: These 27 places know EVERYTHING about West Virginia 

https://wvtouris m.com/27-places-know-everythine-west-virginia/ 

Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

Featured in either one Facebook post, one Twitter post or one Instagram post on 
Tourism Office accounts that showcase the partner and link to multi-partner landing page 
o Tweet: April 26 https://twitter.com/WVtourism/status/989558224193052677 

5 Likes. In April 2018 during the time this tweet was posted, the West Virginia 
Tourism Twitter account had 516,000 tweet impressions, with 6,807 profile 
visits. It also gained 278 new followers and had 244 new mentions during the 
period in which the tweet was viewed. 

Make sure landing page has SEO 

Provide campaign reporting and bonus marketing tracking metrics 


124. 


125. 

126. 


_MP: Summersville CVB/Carnifex Ferry State Park (Allied 

Co-Op Placements 

127. Washington Post cross-platform rotation, April-October 

128. 2x2 column with West Virginia Press Association, April-September 
o Total cost: $3,500 


Bonus Marketing Assets (April 1-October 31) 

129. Custom landing page set up and featured on Mountain Lakes regional page 

130. Featured placement in regional travel itinerary on Mountain Lakes regional na PP 

131. Featured in a blog post to be shared on social media. The blog post must include direct 
links to partner websites. 

o April 15: These # events are West Virginia must-sees https://wvtourism.com/70-evenK- 
west-virginia-must-sees/ 


■ Tweet: 15 RTs, 36 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

Featured in either one Facebook post, one Twitter post or one Instagram post on 
Tourism Office accounts that showcase the partner and link to multi-partner landing page 
o Tweet: May 9 https://twitter.com/WVtourism/status/994276061683879945 

■ 9 Retweets, 33 Likes. In May 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

Make sure landing page has SEO 


133. 



134. 


Provide campaign reporting and bonus marketing tracking metrics 


MP: Morgantown CVB/Coopers Rock State Forest (Alex) 

Co-Op Placements 


135. 

136. 

137. 


'A page ad in Blueridge Outdoors, June 
Paid search with Madden Media, April-August 
2x2 column with West Virginia Press Association, April-September 
o Total cost: $2,625 


Bonus Marketing Assets (April 1-September 30) 

138. Custom landing page set up and featured on Mountaineer Country regional page 

139. Featured placement in regional travel itinerary on Mountaineer Country regional page 

140. Featured in a blog post to be shared on social media. The blog post must include direct 
links to partner websites. 

o May 1: These 27 places know EVERYTHING about West Virginia 
https://wvtourism.com/27-places-know-evervthing-west-vireinia/ 

■ Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

Featured in either one Facebook post, one Twitter post or one Instagram post on 
Tourism Office accounts that showcase the partner and link to multi-partner landing page 
o Tweet: April 25 https://twitter.com/WVtourism/status/989194578841366529 

■ 7 Retweets, 31 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 


141. 


142. 

143. 


during the period in which the tweet was viewed. 

Make sure landing page has SEO 

Provide campaign reporting and bonus marketing tracking metrics 


S: Mountaineer Casino 

Requested Co-Op Placement (Pending) 

144. 6-week out-of-state radio flight (Pittsburgh) 

o Total requested: $3,900 


Bonus Marketing Assets (May 1 - June 30) 

145. Featured placement in regional travel itinerary on Northern Panhandle regional nagp 

146. 25 weighted listing points 

147. Featured in a blog post to be shared on social media. The blog post must include direct 
links to partner website. 

o May 1: These 27 places know EVERYTHING about West Virginia 

https://wv tourism.com/27-places-know-evervthing-west-virginia/ 

■ Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 



4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

148 t . Fe " tUred in either one F a<*book post, one Twitter post or one Instagram post on 

Tourism Office accounts that showcase the partner and provides a link to the partner website 

o Tweet. May 21 jxttps://twitter.com /WVtourism/statu<;/Q98591749219082241 

- 2 Retweets, 1 Likes. In May 2018 during the time this tweet was posted, the 

West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

149 f . ut? upgrades t0 their ^ in S P 3 ^ including a new layout with two photos, link to the 
featured blog post, opportunities for deals and updated content written in collaboration with 
the partner 

150. Make sure listing page has SEO 

151. Provide campaign reporting and bonus marketing tracking metrics 


S: Marion Countv CVB (AIpv) 
Co-Op Placements 


152. 


153. 

154. 


Facebook post scheduled for the week of July 30, 2018 

o This post reached 52,358 people. Of those, 55% were women (28,926) and 44% were 

men (23,054). It had total impressions of 113,940. Of those, 56% were women (63 326) 
and 44$ were men (49,961). 

Amplified storytelling with Madden Media, April-June 
34 page in the Washington Post, April 
o Total cost: $3,916 


Bonus Marketing Assets (April 1-July 31) 

155. Featured placement in regional travel itinerary on Mountaineer Country reoinn.i 

156. 25 weighted listing points - 

157 Featured in a blog post to be shared on social media. The blog post must include direct 

links to partner website. 

o July 1: Stop by these amazing must-see areas for true West Virginia experiences 

ht tps://wvtouhsm.com/stop-by-these-amazing-must- s ee-areas-for-true-west-virpinia - 

experiences/ - 


Tweet: 2 Replies, 16 Retweets, 40 Likes. In July 2018 during the time this tweet 
was posted, the West Virginia Tourism Twitter account had 476,000 tweet 
impressions, with 4,666 profile visits. It also gained 243 new followers and had 
289 new mentions during the period in which the tweet was viewed 
. Featured in either one Twitter post or one Instagram post on Tourism Office accounts 
that showcase the partner and provides a link to the partner website 

o Tweet. April 20 https://twitter.com /WVtourism/statiis/ 98740579127 Q 377 i 7 f; 

■ 1 Reply, 17 Retweets, 39 Likes. In April 2018 during the time this tweet was 

posted, the West Virginia Tourism Twitter account had 516,000 tweet 



impressions, with 6,807 profile visits. It also gained 278 new followers and had 
244 new mentions during the period in which the tweet was viewed. 

Free upgrades to their listing page, including a new layout with two photos, link to the 

featured blog post, opportunities for deals and updated content written in collaboration with 
the partner 

Make sure listing page has SEO 

Provide campaign reporting and bonus marketing tracking metrics 


MP: G reater Bridgeport CVB/Brideeport Conference CsntPr 

Co-Op Placements 

162. Full page ad in West Virginia Executive Spring 2018 issue, May 

163. Full page ad in West Virginia Executive Summer 2018 issue, August 

o Total cost: $3,000 

Bonus Marketing Assets (May 1-August 31) 

164. Custom landing page set up and featured on Mountaineer Country reeinnal n=»,p 

165. Featured placement in regional travel itinerary on Mountaineer Country regional nape 

166. Featured in a blog post to be shared on social media. The blog post must include direct 

links to partner websites. 

o May 1: These 27 places know EVERYTHING about West Virginia 

https://wvtourism.co m/27-places-know-evervthing-west-virginia/ 

- Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

Featured in either one Facebook post, one Twitter post or one Instagram post on 


167. 


168. 

169. 


Tourism Office accounts that showcase the partner and link to multi-partner landing page 
o Tweet: May 30 https://t witter.com/WVtourism/status/1001885200413052929 

3 Retweets, 8 Likes. In May 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

Make sure landing page has SEO 

Provide campaign reporting and bonus marketing tracking metrics 


MP: Marion County CV B/Vallev Falls State Park/Prickett's Fort (Alex) 

Co-Op Placements 

• Paid search with Madden Media, April-August 

o Total cost: $3,600 

Bonus Marketing Assets (April 1-August 31) 

• Custom landing page to be set up and featured on Mountaineer Country regional page 

° h ttps.y/wvtourisrnxom/explore-on e -kind-adventures-marion-countY/ 



• Featured placement in regional travel itinerary on Mountaineer Country regional page 

• Featured in a blog post to be shared on social media. The blog post must include direct links to 
partner websites. 

o May 1: These 27 places know EVERYTHING about West Virginia 

https./ /wvtouris m.com/27-places-know-evervthine-west-vireinia/ 

• Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

• Featured in either one Facebook post, one Twitter post or one Instagram post on Tourism Office 
accounts that showcase the partner and link to multi-partner landing page 

o Tweet: May 7 https://twitter.com/WVtourism/status/99354977523127091? 

6 Retweets, 9 Likes. In May 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

• Make sure landing page has SEO 

• Provide campaign reporting and bonus marketing tracking metrics 


MP: Upshur County CVB/Lewis County CVB/Randolph County CVB 

Co-Op Placements 

• Madden Media Retargeting, Bronze 

o Total: $2,500 

Bonus Marketing Assets (May 1 - July 30) 

• Custom landing page to be set up and featured on Mountain Lakes regional nape and Potomac 
Highlands regional page 

• Featured placement in regional travel itinerary on Mountain Lakes regional naPP and Potomac 
Highlands regional page 

• Featured in a blog post to be shared on social media. The blog post must include direct links to 
partner websites. 

o May 17: 33 Things to Do on Route 33 https^/wvtourisrn.com/33-thinPs-tn-dn-nn-m,,t*- 
33/ 

■ Tweet: 18 Retweets, 40 Likes. In May 2018 during the time this tweet was 
posted, the West Virginia Tourism Twitter account had 379,000 tweet 
impressions, with 4,147 profile visits. It also gained 254 new followers and had 
187 new mentions during the period in which the tweet was viewed. 

• Featured in either one Facebook post, one Twitter post or one Instagram post on Tourism Office 
accounts that showcase the partner and link to multi-partner landing page 

o Tweet: May 25 https://twitter.com/WVtourism/status/1000086348Q93637512 

11 Retweets, 29 Likes. In May 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 379,000 tweet impressions, with 



4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

Make sure landing page has SEO 

Provide campaign reporting and bonus marketing tracking metrics 



Tier 2 - $5,000-$14,999 

MPlIqp of WV CVB / Hancock/romlinson Run State Park l Alex ) 

Co-Op Placements 

• Paid search with Madden Media, April-August 
o Total cost: $5,000 

Bonus Marketing Assets (April 1-August 31) 

Custom landing page to be set up and featured on Northern Panhandle regional nap- 
Featured placement in regional travel itinerary on Northern Panhandle regional 
Featured in two blog posts to be shared on social media. Blog posts will be written in 
collaboration with the partner(s) and will include direct links to partner websites 

O April 1: What's a "panhandle"? Explore West Virginia's most northern and eastern arms 

htt Rs : //Rotowv.com/whats-panhandle-explore-west- v ir gin i a s-north P rn-eastern-arms 

Tweet: 9 RTs, 22 Likes. In April 2018 during the time this tweet was posted the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed, 
o May 1 : These 27 places know EVERYTHING about West Virginia 

https://wvtounsm.com/27- D laces-know-evervthing-west-virPinia/ 

- Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

• Featured in two Facebook posts, two Twitter posts or two Instagram posts on Tourism Office 
accounts that showcase the partner and provide link to landing page. 

o Tweet. April 27 https://t witter•com/WVtourism/status/98992464007Q959ins 

4 Retweets, 12 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

o Tweet: May 6 https://twitter.com/W Vtourism/status/99318663225253888l 

■ 10 Retweets, 39 Likes. In May 2018 during the time this tweet was posted, the 

West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

• Make sure landing page has SEO 

Provide campaign reporting and bonus marketing tracking metrics 


S: Visit Wheeling CVB (aIpy) 
Co-Op Placements 


• Paid search with Madden Media, April-August 
o Total cost: $5,000 



Bonus Market Assets (April 1-August 31) 

• Featured placement in regional travel itinerary on Northern Panhandle regional na PP 

• 50 weighted listing points 

• Free u P§ rades to their listing page , including a new layout with five photos, link to the featured 
blog posts, opportunities for deals and updated content written in collaboration with the 
partner 

• Featured in two blog posts to be shared on social media. Blog posts will be written in 
collaboration with the partner(s) and will include direct links to partner websites. 

o April 1: What's a "panhandle"? Explore West Virginia's most northern and eastern arms 

M tPs://gotowv.com/whats-panhandle- e xplore-west-virginias-northern-eastern-arms 

■ Tweet: 9 RTs, 22 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 

6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

o May 1: These 27 places know EVERYTHING about West Virginia 

b.ttps.//wvtourism.c om/27-places-know-evervthing-west-virginia/ 

■ Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

• Featured in two Facebook posts, two Twitter posts or two Instagram posts on Tourism Office 
accounts that showcase the partner and provide links to partner website 

o Tweet: April 2 https://t witter.com/WVtourism/status/98085337Q700402688 

1 Retweet, 13 likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 

6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

o Tweet: April 13 https://t witter.com/WVtourism/status/984858003458416641 

2 Retweets, 4 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 

6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

• Make sure listing has SEO 

• Provide campaign reporting and bonus marketing tracking metrics 

S: Mountain State Arts and Crafts Fair (Jaden) 

Co-Op Placements 

• Paid search with Madden Media, April-August 

• Digital billboard, in-state, Parkersburg, May-June 

• Digital billboard, in-state, Charleston-Huntington, May-June 

o Total cost: $6,895 

Bonus Marketing Assets (April 1-August 31) 

• Featured placement in regional travel itinerary on Metro Valley regional page 

® 50 weighted events points 



* Free upgrades to their events page, including a new layout with five photos, link to the featured 
blog posts, opportunities for deals and updated content written in collaboration with the 
partner 

* Featured in two blog posts to be shared on social media. Blog posts will be written in 
collaboration with the partner(s) and will include direct links to partner websites. 

o May 1: These 27 places know EVERYTHING about West Virginia 

https://wvto urism.com/27-places-know-evervthine-west-virginia/ 

■ Tweet. 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

o April 15: These # events are West Virginia must-sees https://wvtourism.com/20-events- 
west-vireinia-must-sees/. 

Tweet. 15 RTs, 36 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

• Featured in two Facebook posts, two Twitter posts or two Instagram posts on Tourism Office 
accounts that showcase the partner and provide links to partner website 

o Tweet: April 3, 2018 https://twitter.com/WVtourism/status/9812207874105139PO 

■ 3 Likes. In April 2018 during the time this tweet was posted, the West Virginia 
Tourism Twitter account had 516,000 tweet impressions, with 6,807 profile 
visits. It also gained 278 new followers and had 244 new mentions during the 
period in which the tweet was viewed. 

o Tweet: April 7, 2018 https://twitter.com/WVtourism/status/9827083391121Q3936 
3 Retweets, 8 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

• Make sure event page has SEO 


MP: Hardy County CVB / Grant County CVB (Alex) 

Co-Op Placements 

• Washington Post cross-platform rotational media, April-October (spring/summer) 

• / page ad in Washington Post, September (fall) 

o Total cost: $4,750 (Note: Winter placements were $2,250, bumping them into this tier) 

Bonus Marketing Assets (April 1-October 31) 

• Custom landing page to be set up and featured on Potomac Highlands regional naep 

• Featured placement in regional travel itinerary on Potomac Highlands regional dspp 

• Featured in two blog posts to be shared on social media. Blog posts will be written in 
collaboration with the partner(s) and will include direct links to partner websites. 



O April 1: What's a "panhandle"? Explore West Virginia's most northern and eastern arms 

Mtps://gotowv.com/whats-panhandle-explore - west-vireinias-northern-eastern-arms 

Tweet. 9 RTs, 22 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed, 
o May 1: These 27 places know EVERYTHING about West Virginia 
hltps://w vtourism.com/27-places-know-evervthing-west-virPini a / 

Tweet. 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

Featured in two Facebook posts, two Twitter posts or two Instagram posts on Tourism Office 
accounts that showcase the partner and provide link to landing page. 

o Tweet: May 8 https://t witter.com/WVtourism/status/993915939002384385 

12 Retweets, 44 Likes. In May 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed, 
o Tweet: June 3 https://twitter.com/WVtourism/status/1003339281396576256 

5 Retweets, 33 Likes. In June 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 732,000 tweet impressions, with 
8,113 profile visits. It also gained 354 new followers and had 465 new mentions 
during the period in which the tweet was viewed. 

• Make sure landing page has SEO 

• Provide campaign reporting and bonus marketing tracking metrics 

S: Durbin & Greenbrier Valley Railroad (Alex) 

Co-Op Placements 

• Facebook post scheduled for week of April 16, 2018 

o This ad was optimized to send people to the website and reached 55,774 people and 
received 2,148 link clicks to the website. Approximately 60% or 1,286 of the link clicks 
were women, and 40% or 856 of the link clicks were men. For reach, 58% or 32,127 of 
the people were women, and 42% or 23,343 of the people were men. 

• % page ad in Blue Ridge Outdoor, April 

• 1/2-page ad in Washington Post, April 

• Trip Advisor display banners, April 

• Washington Post cross platform rotational media, April-October 

o Total cost: $11,336 

Bonus Marketing Assets (April 1-October 31) 

• Featured placement in regional travel itinerary on Potomac Highlands repinnal pap p 

• 50 weighted listing points 



• Free upgrades to their listing page, including a new layout with five photos, link to the featured 
blog posts, opportunities for deals and updated content written in collaboration with the 
partner 

• Featured in two blog posts to be shared on social media. Blog posts will be written in 
collaboration with the partner(s) and will include direct links to partner websites. 

o May 1: These 27 places know EVERYTHING about West Virginia 

https.//wvtouris m.com/27-places-know-evervthing-west-vireinia/ 

Tweet. 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 
4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed, 
o April 15: These # events are West Virginia must-sees https://wvtourism.com/20-event.;- 
west-virginia-must-sees/ 

Tweet. 15 RTs, 36 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

• Featured in two Twitter posts or two Instagram posts on Tourism Office accounts that showcase 
the partner and provide links to partner website 

o Tweet: April 10 https://twitter.com/WVtourism/status/983767317254373377 

6 RTs, 10 Likes. In April 2018 during the time this tweet was posted, the West 
Virginia Tourism Twitter account had 516,000 tweet impressions, with 6,807 
profile visits. It also gained 278 new followers and had 244 new mentions during 
the period in which the tweet was viewed, 
o Tweet: April 29 https://t witter.com/WVtourism/status/990654447226208256 

■ 2 Replies, 8 Retweets, 16 Likes. In April 2018 during the time this tweet was 

posted, the West Virginia Tourism Twitter account had 516,000 tweet 
impressions, with 6,807 profile visits. It also gained 278 new followers and had 
244 new mentions during the period in which the tweet was viewed. 

• Make sure listing has SEO 

• Provide campaign reporting and bonus marketing tracking metrics 


M_P: U pshur County CVB/Audra State Park AW Wildlife Center (Alex) 

Co-Op Placements 

• Full page ad in Blue Ridge Outdoors, June 

• 2-page spread in Blue Ridge Outdoors, July 

• Paid search with Madden Media, April-August 

o Total cost: $9,950 

Bonus Marketing Assets (April 1-August 31) 

• Custom landing page to be set up and featured on Potomac Highlands regional na pP 

° https://w vtourism.com/upshur-countv-cvb-audra-state-Dark/ 

• Featured placement in regional travel itinerary on Potomac Highlands regional hppp 



• Featured in two blog posts to be shared on social media. Blog posts will be written in 
collaboration with the partner(s) and will include direct links to partner websites. 

o May 1: These 27 places know EVERYTHING about West Virginia 

https://wvt ourism.com/27-places-know-everything-west-virginia/ 

Tweet: 1 Retweet, 10 Likes. In May 2018 during the time this tweet was posted, 
the West Virginia Tourism Twitter account had 379,000 tweet impressions, with 

4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

o April 15: These # events are West Virginia must-sees https://wvtourism.com/20-events- 
west-virginia-must-sees/ 

“ Tweet: 15 RTs, 36 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 
6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

• Featured in two Facebook posts, two Twitter posts or two Instagram posts on Tourism Office 
accounts that showcase the partner and link to landing page. 

o Tweet: May 12 https://twitter.com/WVtourism/status/995309369683259393 

■ 6 Retweets, 22 Likes. In May 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 379,000 tweet impressions, with 

4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

o Tweet: May 26 https://twitter.com/WVtourism/status/1000354363Q95871489 

■ 18 Retweets, 48 Likes. In May 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 379,000 tweet impressions, with 

4,147 profile visits. It also gained 254 new followers and had 187 new mentions 
during the period in which the tweet was viewed. 

• Make sure landing page has SEO 

• Provide campaign reporting and bonus marketing tracking metrics 


MP: Monroe County CVB/Moncove Lake State Park (Jaden) 

Co-Op Placements 

• Trip advisor display banners, April 

o Total cost: $10,000 

Bonus Marketing Assets (April 1-31) 

• Custom landing page to be set up and featured on New River/Greenbrier Valiev regional page 

° https://wvtourism.com/true-scenic-beautv-monroe-countv/ 

• Featured placement in regional travel itinerary on New River/Greenbrier Valiev regional page 

• Featured in two blog posts to be shared on social media. Blog posts will be written in 
collaboration with the partner(s) and will include direct links to partner websites. 

o April 7: You'll never believe what West Virginia's state fossil is! 

https://wvtouris m.com/youll-never-believe-west-virginias-state-fossil/ 

Tweet. 5 RTs, 13 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 



6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed, 
o April 15: These # events are West Virginia must-sees https://wvtourism.com/20-events- 
west-virginia-must-sees/ 

■ Tweet: 15 RTs, 36 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 

6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

• Featured in two Facebook posts, two Twitter posts or two Instagram posts on Tourism Office 
accounts that showcase the partner and provide link to landing page. 

o Tweet: April 23 https://twitter.com/WVtourism/status/988468040286126081 

- 7 Retweets, 17 Likes. In April 2018 during the time this tweet was posted, the 

West Virginia Tourism Twitter account had 516,000 tweet impressions, with 

6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed, 
o Tweet: April 24 https://twitter.com/WVtourism/status/98883143503228518Q 

■ 4 Retweets, 18 Likes. In April 2018 during the time this tweet was posted, the 
West Virginia Tourism Twitter account had 516,000 tweet impressions, with 

6,807 profile visits. It also gained 278 new followers and had 244 new mentions 
during the period in which the tweet was viewed. 

• Make sure landing page has SEO 

• Provide campaign reporting and bonus marketing tracking metrics 


S: Greater Parkersburg CVB (Allie) 

Co-Op Placements 

• 2x4 column with West Virginia Press Association, April-September 

• 6-week out-of-state radio, Columbus, timing TBD 

• 6-week out-of-state radio, Pittsburgh, timing TBD 

o Total requested: $9,800 

Bonus Marketing Assets (April 1-September 31) 

• Featured placement in regional travel itinerary on Mid-Ohio Valiev regional page 

• 50 weighted listing points 

• Free upgrades to their listing page, including a new layout with five photos, link to the featured 
blog posts, opportunities for deals and updated content written in collaboration with the 
partner 

• Featured in two blog posts to be shared on social media. Blog posts will be written in 
collaboration with the partner(s) and will include direct links to partner websites. 

o Aug. 1: Adventure through Almost Heaven at these 10 spots 

https://wvtouris m.com/adventure-through-almost-heaven-at-these-6-SDots/ 

■ Tweet: 8 Retweets, 12 Likes. In August 2018 during the time this tweet was 
posted, the West Virginia Tourism Twitter account had 377,000 tweet 
impressions, with 3,398 profile visits. It also gained 145 new followers and had 
294 new mentions during the period in which the tweet was viewed. 



